I. Introduction
To gain control on the land of others, to identify better way of living and to identify new regions to make business are the few reasons for which earlier people used to travel around the world. Earlier it was not termed as globalization. The origin of this word is found in Roman, Greek, Egyptian, and Babylonian Empires . One of the complex phenomenon in this current world is the globalization which varies in terms of extent and its implications (Johnson and Turner, 2003) . Definition of globalization is a matter of debate. Different disciplines define globalization differently. Everyone tries to represent their own perspective. Economics focused on the transfer of goods and services around the world. The political science scholars focus on the role of UNO, WTO, GATT, and similar institutions activities. According to the anthropologist, globalization refers to the interconnectivity among different cultures (Eurostat, 2007) . Interconnected activities of Political, Economic, Social, and Technological are known as globalization (Steger, 2009) .
The world has changes into a smaller place due to this globalization which further forces to fall the protectionist barriers from national markets (Palmer, 2002) . Free movement of capital has been taken place with the fall of protectionist barriers which further paved the way for firms to set up several facilities around the world. This is expanding everyday exponentially and trade volume expanded 7.5 times till 2004 (Farrell, 2007) . International marketing activities surround human life. It is true that global market is more challenging and the success in this market depends on several factors which include understanding cultural differences, being literate globally, understanding international cultural, historical, global markets and global economic, social, and political development (Harris et al, 2004) . International marketing activities are much more complex than domestic marketing activities for several different reasons. Some of the reasons are diversity in geographic locations, strategies, differences in environmental issues and problems in collecting information (Sustar, 2006) . Without being responsive to the local and global situations it is not possible to survive in the current economy. All the firms must be careful about the strategy requirement in the current economy if it wants to survive in the competition (Nemes, 2005) .
As international marketing skills are the essential part of business success it is necessary to run a deep research on international marketing skills identification. Though others skills are necessary to be successful in international arena but still international marketing skills remain the priority to be successful in international affairs. A research showed that international marketing skills are the most problematic areas (Busche, 1990) .
Academicians can design international marketing course curriculum by running research into the internationalization of business curriculum. But there are lack of research works. Few research has been taken in the developed world but that is also not much detailed (Gibbs et al., 1995) . The study of knowledge construction should continue to explore ways of international marketing. Having international marketing skills will allow employees to accumulate knowledge. More knowledge will help them to adjust technological changes for improving their prospects or to explore the potential markets (Wills, 1993 ). All the above research identified skills required to be successful in international marketing. Marketing mix includes product, price, place, and promotion (Borden, 1964) . Customer sensitivity was one of the most important marketing mix activities (Berry, 1990 ) which reflects a shift in the marketing mix. Some of the top international marketing skills demanded by all the employers (Hiam & Charles, 1992) .
In present research work, emphasis has been given in different types of international marketing skills. Personal skills are considered vital by current literature as well. How much a firm can perform in the global market is largely depends on how many skills possessed by its employees related to international marketing (Dahringer and Hans, 1991) . International marketing is a system of interacting and interrelated activities which demands multifunctional skills (Albaum et al., 2004) . Personnel need to be more responsive to the needs of foreign operations. So, that personnel involved in foreign operations need to have more training on international marketing issues. The business environment is more dynamic than before which demands regular training. Now a day, firms have understood that it needs to involve in international marketing for continuous growth. If they want to be involve in international marketing, they need employees having international marketing skills. This is true that they are certain skills which are required to be successful in international marketing. On the other hand, this is also important to identify the importance of each of the required skills (Cateora and Graham, 2002) .
The study results are important in numerous ways. Most vital is that the skills identification which are essential to be effective in international marketing mostly at the time rapidly changing global economy. Second, this research work will identify importance of each of the skill. Third, it will be listing all the highest rated and lowest rated skills in different tables. This research work will help to understand the skills required to be successful in international marketing and will also identify prioritize areas for training. There are many parties in this investigation who will be benefitted from this research. Academician will be able to select course description by matching market demand; Organization will be able to select training module for the personnel development; Students will understand what skills to attract them to the employer and so on to help.
Thus, ranking the identified skills based on importance is the main objective of this research work which will be fulfilled by identifying skills required to be successful in international marketing. In this regard, this research solves the following research question, I. What are the skills needed to be successful in international marketing arena? II. What is the importance of each identified skill? III. What are the highest rated and lowest rated skill sets?
II. Review of Literature
Several benefits arose when firms involve in international business. Some of the benefits are increasing of level of employment, industrial development, and increase of foreign exchange reserve of the country whilst also improving the position of the firms by increasing profitability, sales volume and market share as well. Thus, international business brings prosperity for the firms and national economies also but being successful in the international market is not that much easy. To be successful in international marketing, companies require a large extent of knowledgeable and skilled employees. Being a developing country, Bangladeshi firms are largely involved with the international market. Unfortunately, no research exists attempting to identify and rank the practical skill requirements of the Bangladeshi firms. Most of the researches have taken place in the USA and Europe. There are very few studies who have focused on developing countries. Therefore, this study will address the question of ""which practical skills are important to be successful in international arena by Bangladeshi companies".
The world is changing very fast which mark its impact on our daily life. Globalization is all about integration of markets and technology in a way that enables individuals, firms, or nations to reach around the world faster and deeper and cheaper than ever before (Friedman, 2000) . Now a day, internationalization has become the corporate requirement. Firms understand that if they don"t think of international trade, then they are going to be out of the business (Zodl, 1995) . There are two motives for which a firm internationalize. One is proactive and the other is reactive motives (Hollensen 2011) . Singer, an American firm, who first successfully internationalizes in Scotland by building factory of machine sewing in 1868. One of the most critical challenges was restricting domestic marketing operations to compete internationally (Denison and McDonald, 1995) . Business activities across the national borders are increasing over the last forty-two years. Currently, more than $1.5 billion foreign exchange transactions are taking place daily basis. A statistical report shows that approximately $8.9 trillion of goods are transacted across the national borders and $2.10 trillion of services are provided across the borders (Hill, 2009 ). Local market is not enough for discharging capacity of surplus production. So, that firms look for international market (Cateora, 1993) .
At present, global market is more developed than it was before two or three decades (Giddens, 1999) . The need for the international operation has been redefined as compulsory cost of doing business. In recent years, international marketing efforts have intensified, and very extensive literature exists about the nature of this field in evolution (Sletten, 1994) . In the broadest sense, international marketing is a subset of international business which is defined as the performance of the functions of business across national borders (Keegan & Mark, 1997) . International marketing is an exercise of marketing activity which directs the flow of goods and services to consumers or users in more than one nation for profit (Cateora, 1993) . International marketing is not just an international version of marketing. It includes establishing strategies around the world as well as specific strategies for the country including how they will maintain the overall global control and how they will maintain global coordination (Taoka and Don, 1991) . On the other hand, many authors have tried to align international marketing with the field of marketing. The only difference that prevail between both is the selling goods and services across the political borders (Albaum et al., 1994) . Researches said that the difference seems small but requires difference approach to marketing, solving the marketing problems and developing a policy of commercialization and implementation of marketing programs.
Marketing rules and regulations are not different internationally (Daniel and Lee, 1995). However, different environments in different countries often cause managers to ignore the important variables or misinterpreted information. Basic functions of the national and international market are the same but recognized that the task of international marketing is much more difficult (Ball and McCulloch, 2005) . There is a considerable difference exists between the national and international marketing that looks should not be with different marketing concepts, so much as with the environment within which marketing must be implemented (Monye, 1995) . He admits that not all scholars accept that international marketing different from basic marketing. Research on the phenomenon of international marketing had substantially lagged the national marketing phenomena. Clearly progress, however, has made in this direction since the ability to give education in the international dimension of the specific functional areas has been greatly extended (Albaum and Peterson, 1984) .
The dynamic nature of market demands managers having different skills (Bartlett and Ghoshal, 1992 ). Proper training is required for the purposes of achieving the skills in the world of competition; many organizations have a priority in the training of employees and introduced the need for skills along with the development of products and services. A firm needs to update its workforce both in terms of skills essential for the performance of their work and their career if it wants to engage in cross border trade (Nemes, 2005) . This seems to give more support for enhancing emphasis on education and training in a specific field. This need for training is required because the control of the international marketing elements will be crucial in coming decades (Czinkota et al., 1995) . There is a positive relationship between the international marketing skills and performance of the firms in the international market (Piercy et al., 1998) . International marketing skills are very much important component for the success in international business (Burca et al., 2004) .
Many literature reviews were done in relation to the determination of what skills are necessary for success in international marketing. The literature gives various organizational frameworks that focused in general elements of international marketing: the decision regarding five areas for international marketing presented by Keegan and Mar (1997) ; four dimensions of global marketing according to Quelch and Edward (1986) ; twenty-six elements are drawn by Albaum et al., (1994) ; while fourteen uses of international marketing were illustrated by Cateora (1993) . Skills required to be successful in international marketing are distributed under four categories in most of the studies which are also known as marketing mix (Branch, 2001 ). International marketing manager faces more complex situations than domestic marketing manager faces. Marketing mix are more complex in international marketing (Wall and Rees, 2004) . However, observed literature did not provide any framework which focused on skills. This identifies five different skills by using traditional four Ps of marketing and added planning as skill categories. Five skills are (1) Planning and Operational skills; (2) Pricing skills; (3) Product skills; (4) Distribution skills; (5) Promotion skills.
For the development of skills required for success in international marketing, consensual validation has been used as a tool. This is the process through which independent variable has been identified based on the appearance in scholarly literature. Twenty-four skills have been developed through consensual validation and validation by thirty-five authors. The available sources and scholarly literature have validated each skill. All the skills have been presented in table 1 with its skills categories. The above literature clearly shows that the field of international marketing has been covered widely in the literature. However, yet disparate, and sometimes confliction arises, have sprung up scientific opinions in relation to the field. Different studies have found that strong needs must exist for training in the field of international marketing. Evidence was also presented which noted to the need to identify the specific skills needed for success in international marketing.
III. Methodology

Introduction
The main purpose of this study was to find out highest and lowest rated skills required to be successful in international marketing. For fulfilling the main purpose two other objectives had been set up as (1) identify the skills required to be effective in international marketing; (2) identify the level of importance of each of these skills. For objective 1, researchers studied available literature to find the skills required in international marketing and survey method used among academic practitioners for any inclusion of skills required for international marketing success. For objective 2, researchers surveyed academic practitioners to identify the importance of identified skills in terms of degree and the main objective has been generated from the objective one and objective two.
As this research, does not intend to develop or defend any hypothesis, descriptive research design has been used. In descriptive research, facts, and characteristics of the area of interest are presented systematically (Isaac and William, 1995) . For data collection purpose, conventional survey method has been used. A questionnaire has been developed and sent the same to the respondents. Later on, telephonic communication has been made to ensure high response rate (Linstone and Turoff, 2002) .
As this research intended to identify the additional skills required in international marketing, qualitative method has been used. Though it is a qualitative research, researchers will use a mix method of data collection. Qualitative research involves dealing with a great deal of information without collection and analysis of numbers or statistical procedures (Kara, 2012).
Population and Sample
The target population of this research was academicians from public and private universities in Bangladesh. The sampling was non-probability expert sample. The following criteria has been set up selecting respondents: (1) having at least two years" experience in teaching international marketing at graduate level; (2) having at least one scholarly article in the field of international marketing. The size of the sample was thirty (30) academic practitioners.
Instrumentation
Survey has been conducted two times among the academicians with two different questionnaires. In first questionnaire, a list of skills identified through literature study has been presented and respondents were A new list of skills has been developed by considering all the additional skills suggested by the respondents which has been forwarded to the respondents. Respondents were asked to rate the importance of the each identified skill for effective international marketing. Rating were based on eight point Likert scale, whereby a rating of one represented "unimportant" and a rating of eight presented "very important". Even Likert scale has been used for avoiding option of remaining neutrality (Change, 1994 ).
Data Collection Procedures
Two rounds of survey have been completed among the respondents. A list of skills has generated through extensive literature review which forms the initial skills list. These skills were presented in five broad categories. In first survey, respondents were asked to provide additional skills with identified one. In second survey, they were asked to provide rating for each of the identified skill based on significance in international marketing. Researchers have spent considerable time and effort for selecting a proper methodology for this research. The later part of this paper will present the findings and data analysis.
IV. Research Results
Two main objectives of this research work were identifying the skills required to be effective in international marketing and identifying the level of importance of each of these skills. After completing these two objectives, a list for highest and lowest rated skills has been presented in the later part. For identifying which skills are needed for success in international marketing data were gathered from sample participants. First, an extensive literature review has been made for generating the initial list of skills, then, was extended with skills suggested by the participants. In another survey, respondents have provided the degree of importance for each of the skill. Rating were collected across eight point Likert scale.
Required Skills with importance
An initial list of twenty-four skills has been generated through an extensive literature review. These skills have been organized in five different categories. Categories are (1) Planning and Operational skills; (2) Pricing skills; (3) Product skills; (4) Distribution skills; (5) Promotion skills.
Through first survey, additional skill list has been generated. The survey resulted in total of seventytwo skills among in five broad categories. Initially, planning skills were fourteen and now it is nineteen while the list of pricing skills was expanded from three skills to fourteen. The number of distribution skills increased from three to thirteen and product skills increased from two to thirteen and promotion skills went from two to thirteen.
Through second survey, respondents have provided rating based on importance of each of the skill for effective international marketing. Ratings were collected across an eight-point Likert scale where 1 = "not important," and 8 = "very important." The results are presented in table 2, with importance ratings rounded to the nearest whole number. N=30; (1=" Not Important" through 8=" Very Important")
Most and least important international marketing skills
Out of seventy-two skills, twenty skills were rated as highly important. Among twenty highest rated skills six from planning skills, three from pricing skills, three from product skills, three from distribution skills and five from promotion skills. Thirteen skills were rated as lowest important skills. Among which four from promotional skills, one from pricing skills, five from distributions skills and three from planning and operational skills. Table 3 represents the most and least important international marketing skills. P1= Planning Skills; P2=Pricing skills; P3=Product Skills; D= Distribution Skills; P4= Promotion Skills Rating 7> means Highest Important skills and rating 5<= means lowest important skills
V. Conclusion
Researchers have identified a list of skills necessary for effective international marketing and have also identified significance of each of the identified skill. Identified skills have been categorized as planning skills, pricing skills, product skills, distribution skills, and promotional skills. Due to the impact of globalization, firms forced to go international market. Whenever it thinks to go international market, it must buildup certain skills among the employees so that it can win the global market. This research identified seventy-two skills which were identified by the academic practitioner of international marketing and among which 20 skills were very important for the survival of the firms in international market arena.
